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PENGARUH TERPAAN IKLAN HUMOR SASA TERHADAP 
KESADARAN MEREK 






Oleh: Aurellia Vania Zerlinda 
 
Sejak berdiri tahun 1968, Sasa mendapat stigma negatif di masyarakat bahwa 
produk monosodium glutamat (MSG) atau ‘micin’ membuat bodoh konsumennya 
sehingga kerap disebut ‘Generasi Micin’. Melalui iklan humor dalam Kampanye 
“Generasi Micin”, Sasa berupaya menciptakan kesadaran merek bahwa produknya 
aman dikonsumsi dan dekat pada ‘Generasi Micin’ yang terdiri dari Generasi Y dan 
Z. Penelitian ini bertujuan untuk mengetahui pengaruh dan besar pengaruh 
pengaruh terpaan iklan humor Sasa terhadap kesadaran merek pada kalangan 
Generasi Y dan Z pengikut Instagram @sasamelezatkan. Penelitian ini 
menggunakan Teori Terpaan Iklan, paradigma positivis, jenis kuantitatif, sifat 
eksplanatif, metode survei pada 100 responden Generasi Y dan Z pengikut 
Instagram @sasamelezatkan yang pernah melihat iklan humor Sasa dan bukan 
termasuk karyawan atau influencer Sasa. Hasil temuan penelitian menunjukkan 
bahwa variabel Terpaan Iklan Humor Sasa (X) memengaruhi Kesadaran Merek (Y) 
sebesar 45,2%. 
 








THE INFLUENCE OF SASA HUMOROUS ADVERTISING EXPOSURE ON 
BRAND AWARENESS 




By: Aurellia Vania Zerlinda 
 
Since established in 1968, Sasa has been perceived negatively in the society that its 
product monosodium glutamat (MSG) or ‘micin’ makes its consumer stupid and 
being called as ‘Micin Generation’. By humorous ad in “Micin Generation” 
campaign, Sasa tried to build brand awareness that its product is safe and close to 
‘Micin Generation’ which consists of Gen Y dan Z. This research aims to determine 
whether there is and how much influence is given of Sasa humorous ad exposure 
on brand awareness on generation Y and Z of @sasamelezatkan Instagram 
followers. This study uses the Advertising Exposure Theory, positivist paradigm, 
quantitative approach, explanative type, with survey method on 100 respondents 
consists of Gen Y and Z of @sasamelezatkan Instagram followers who has watched 
Sasa humorous ad and are not part of Sasa’s employee or influencer. The research 
findings show that variable of Sasa humorous ad exposure (X) influences brand 
awareness (Y) for 45,2% . 
 










HALAMAN JUDUL ................................................................................................ i 
HALAMAN PERNYATAAN ................................................................................ ii 
HALAMAN PENGESAHAN ................................................................................ iii 
HALAMAN PERSEMBAHAN ............................................................................ iv 
KATA PENGANTAR ............................................................................................ v 
ABSTRAK ............................................................................................................ vii 
ABSTRACT ........................................................................................................... viii 
DAFTAR ISI .......................................................................................................... ix 
DAFTAR TABEL ................................................................................................. xii 
DAFTAR BAGAN .............................................................................................. xiv 
DAFTAR GAMBAR ............................................................................................ xv 
BAB I PENDAHULUAN ..................................................................................... 16 
1.1 Latar Belakang ............................................................................................ 16 
1.2 Rumusan Masalah ....................................................................................... 22 
1.3 Pertanyaan Penelitian .................................................................................. 22 
1.4 Tujuan Penelitian ......................................................................................... 23 
1.5 Kegunaan Penelitian .................................................................................... 23 
1.5.1 Kegunaan Akademis ............................................................................. 23 
1.5.2 Kegunaan Praktis .................................................................................. 23 
1.5.3 Keterbatasan Penelitian ......................................................................... 24 
BAB II KERANGKA TEORI ............................................................................... 25 
2.1 Penelitian Terdahulu .................................................................................... 25 
2.2 Teori dan Konsep ........................................................................................ 30 
2.2.1 Teori Terpaan Iklan ............................................................................... 30 
2.2.2 Pemrosesan informasi dalam Perubahan Sikap .................................... 32 
2.2.3 Iklan ...................................................................................................... 33 
2.2.4 Humor dalam Iklan ............................................................................... 37 
2.2.5 Efek Kognitif Iklan Humor ................................................................... 40 
2.3 Hipotesis Teoretis ........................................................................................ 47 
2.4 Alur Penelitian ............................................................................................. 48 
BAB III METODOLOGI PENELITIAN .............................................................. 49 
x 
 
3.1 Jenis dan Sifat Penelitian ............................................................................. 49 
3.2 Metode Penelitian ........................................................................................ 50 
3.3 Populasi dan Sampel ................................................................................... 50 
3.3.1 Populasi ................................................................................................. 50 
3.3.2 Sampel Penelitian .................................................................................. 51 
3.4 Operasionalisasi Variabel ............................................................................ 52 
3.5 Teknik Pengumpulan Data .......................................................................... 45 
3.6 Teknik Pengukuran Data ............................................................................. 45 
3.6.1 Uji Validitas .......................................................................................... 45 
3.6.2 Uji Reliabilitas ...................................................................................... 47 
3.7 Teknik Analisis Data ................................................................................... 48 
3.7.1 Uji Asumsi Klasik ................................................................................. 48 
3.7.1.1 Uji Normalitas ............................................................................... 49 
3.7.1.2 Uji Linearitas ................................................................................. 49 
3.7.1.3 Uji Heteroskedastisitas .................................................................. 49 
3.7.2 Uji Korelasi ........................................................................................... 50 
3.7.3 Uji Regresi Linear Sederhana ............................................................... 51 
BAB IV ANALISIS DAN PEMBAHASAN ........................................................ 53 
4.1 Gambaran Umum Objek Penelitian ............................................................ 53 
4.2 Hasil Penelitian ............................................................................................ 56 
4.2.1 Karakteristik Responden ....................................................................... 57 
4.2.2 Variabel X: Terpaan Iklan Humor Sasa ................................................ 60 
4.2.2.1 Subdimensi Frekuensi ................................................................... 60 
4.2.2.2 Subdimensi Ingkongruensi ............................................................ 61 
4.2.2.3 Subdimensi Jenis ........................................................................... 63 
4.2.2.4 Subdimensi Letak .......................................................................... 64 
4.2.2.5 Subdimensi Kesesuaian Tema....................................................... 65 
4.2.3 Variabel Y: Kesadaran Merek .............................................................. 66 
4.2.3.1 Dimensi Perhatian ......................................................................... 66 
4.2.3.2 Dimensi Pemahaman ..................................................................... 67 
4.2.3.3 Dimensi Penerimaan ..................................................................... 68 
4.2.3.4 Dimensi Ingatan ............................................................................ 69 
xi 
 
4.2.4 Mean Jawaban Responden .................................................................... 70 
4.2.5 Uji Normalitas ....................................................................................... 72 
4.2.6 Uji Linearitas ........................................................................................ 75 
4.2.7 Uji Heteroskedasitas ............................................................................. 75 
4.2.8 Uji Korelasi ........................................................................................... 76 
4.2.9 Uji Regresi ............................................................................................ 76 
4.3 Pembahasan ................................................................................................. 79 
BAB V SIMPULAN DAN SARAN ..................................................................... 82 
5.1 Simpulan ...................................................................................................... 82 
5.2 Saran ............................................................................................................ 83 
5.2.1 Saran Akademis .................................................................................... 83 
5.2.2 Saran Praktis ......................................................................................... 83 
DAFTAR PUSTAKA ........................................................................................... 85 
LAMPIRAN .......................................................................................................... 92 








Tabel 2.1 Penelitian Terdahulu ............................................................................. 28 
Tabel 2.2 Efek Iklan Humor.................................................................................. 28 
Tabel 3.1 Operasionalisasi Variabel ..................................................................... 53 
Tabel 3.2 Hasil Uji Validitas Variabel X Terpaan Iklan Humor Sasa .................. 46 
Tabel 3.3 Hasil Uji Validitas Variabel Y Kesadaran Merek ................................. 47 
Tabel 3.4 Hasil Uji Reliabilitas Variabel X Terpaan Iklan Humor Sasa .............. 47 
Tabel 3.5 Hasil Uji Reliabilitas Variabel Y Kesadaran Merek ............................. 48 
Tabel 3.6 Nilai Koefisien Korelasi........................................................................ 51 
Tabel 4.1 Distribusi Frekuensi Rentang Usia (Generasi)...................................... 57 
Tabel 4.2 Distribusi Frekuensi Jenis Kelamin ...................................................... 57 
Tabel 4.3 Distribusi Frekuensi Pendidikan Terakhir ............................................ 58 
Tabel 4.4 Distribusi Frekuensi Pendapatan per Bulan .......................................... 58 
Tabel 4.5 Distribusi Frekuensi Pengeluaran Telekomunikasi per Bulan .............. 59 
Tabel 4.6 Distribusi Frekuensi Pekerjaan ............................................................. 59 
Tabel 4.7 Distribusi Domisili ................................................................................ 60 
Tabel 4.8 Distribusi Frekuensi x1.1 ...................................................................... 60 
Tabel 4.9 Distribusi Frekuensi x2.1 ...................................................................... 61 
Tabel 4.10 Distribusi Frekuensi x3.1 .................................................................... 62 
Tabel 4.11 Distribusi Frekuensi x3.2 .................................................................... 62 
Tabel 4.12 Distribusi Frekuensi x4.1 .................................................................... 63 
Tabel 4.13 Distribusi Frekuensi x4.2 .................................................................... 63 
Tabel 4.14 Distribusi Frekuensi x5.1 .................................................................... 63 
Tabel 4.15 Distribusi Frekuensi x5.2 .................................................................... 65 
Tabel 4.16 Distribusi Frekuensi x6.1 .................................................................... 65 
Tabel 4.17 Distribusi Frekuensi y1.1 .................................................................... 66 
Tabel 4.18 Distribusi Frekuensi y1.2 .................................................................... 67 
Tabel 4.19 Distribusi Frekuensi y2.1 .................................................................... 67 
Tabel 4.20 Distribusi Frekuensi y2.2 .................................................................... 68 
Tabel 4.21 Distribusi Frekuensi y3.1 .................................................................... 68 
xiii 
 
Tabel 4.22 Distribusi Frekuensi y3.2 .................................................................... 69 
Tabel 4.23 Distribusi Frekuensi y4.1 .................................................................... 69 
Tabel 4.24 Distribusi Frekuensi y4.2 .................................................................... 70 
Tabel 4.25 Mean Jawaban Responden .................................................................. 70 
Tabel 4.26 Kategori Skor Butir Pernyataan/Pertanyaan ....................................... 72 
Tabel 4.27 One-Sample Kolmogorov-Smirnov Test ............................................ 73 
Tabel 4.28 Uji Regresi Linearitas ......................................................................... 75 
Tabel 4.29 Uji Korelasi Antarvariabel .................................................................. 76 
Tabel 4.30 Koefisien Determinasi......................................................................... 77 
Tabel 4.31 Uji F .................................................................................................... 77 


















Gambar 1.1 Top Brand Index Tracking Kategori Bumbu Penyedap .................... 18 
Gambar 1.2 Adegan Iklan Sasa “Generasi Micin”................................................ 20 
Gambar 2.1 Waktu Penayangan Iklan yang Efektif .............................................. 42 
Gambar 2.2 Durasi Iklan yang Efektif .................................................................. 43 
Gambar 2.3 Perbandingan Perilaku Antargenerasi terhadap Iklan ....................... 44 
Gambar 2.4 Elemen Iklan yang Efektif................................................................. 45 
Gambar 2.5 Kecenderungan Konsumsi Iklan Generasi Y dan Z .......................... 46 
Gambar 2.6 Komposisi Khalayak Iklan Berformat Video per Bulan ................... 47 
Gambar 3.1 Profil Instagram @sasamelexatkan…………………………………39 
Gambar 4.1 Konser Sasa Micin Social Gang ........................................................ 54 
Gambar 4.2 Reklame Sasa #WeAreMSG ............................................................. 55 
Gambar 4.3 Adegan iklan Sasa “Generasi Micin” ................................................ 56 
Gambar 4.4 Grafik Histogram............................................................................... 74 
Gambar 4.5 Grafik P-Plot ..................................................................................... 74 
Gambar 4.6 Grafik Scatterplot .............................................................................. 75 
 
 
 
 
 
 
